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1.1 COMPANY BACKGROUND 
TMM & Co.i (TMM hereafter) is a small-sized marketing consultancy company 
established in Hong Kong five years ago. Most of its clients are medium-sized 
corporations who typically run as a Chinese family oriented business. Other clients 
include foreign brand owners who enter Hong Kong market for the first time. Clients' 
merchandise categories include baggage products, imported fashions, designer jewelry, 
branded watches’ and accessories. In many cases, TMM maintains a close and long-
term relationship with clients. It plans and executes various marketing projects and 
consultancy projects for clients' brands (see Figure 1). 
Figure 1 TMM & Co.: Organization Chart by Management Functions 
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TMM has 15 staff. The company is led by two directors /consultants who involve in 
business expansion，overall project planning, and deal with the top management of the 
clients. Project managers are responsible for detail project planning. Most of the 
projects are related with business planning, promotion, advertising and media relations. 
Then there are marketing executives responsible for the actual implementation. The 
remaining staff support administration and accounting functions. Since the company is 
small, segregation of task is not very clear. In fact, TMM encourages a free atmosphere 
1 Disguised company name. 
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for teamwork and open communication. For instance, the directors would sometimes 
participate in the actual implementation of a project, or the marketing executives 
frequently involve in project planning. 
TMM basically operates in form of a network organization. Although there are only 15 
staff, it maintains an extensive network with other companies. Associate consultants are 
the implementation arms of TMM. For instance, there is a partner company working 
closely with TMM on advertising production. The project managers at TMM resemble 
the account managers in a large consultancy firm, while the associate consultants are 
similar to the production house or PR department. The difference is that they have a 
much looser relationship. They are working for the same client, but not within the same 
company. TMM also keeps total control over clients' contacts. 
On the other hand, consultants and project managers maintain a close relationship with 
other organizations who facilitate marketing development for the clients. These include: 
• Joint promotion parties such as Hong Kong Sports Institute (sport sponsorships). 
International Management Group (event sponsorship projects) and Wing On Travel 
(the largest travel agent in Hong Kong). 
• Parties who facilitate clients' retail establishment, such as Seibu (a Japanese 
department store) and Harriman Leasing (a real estate agent representing major 
shopping arcades in Hong Kong). 
• Media parties in advertising planning and execution, including local newspapers, 
magazines, and outdoor advertising agents (e.g. Pearl & Dean). 
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1.2 PROJECT OBJECTWES 
The purpose of this project is to examine the current business situation of TMM in a 
holistic perspective. Upon accomplishment of the project, it is expected to develop 
insightful strategic marketing and management directions for the company. The project 
aims at achieving the following objectives: 
1. To examine the overall business environment in which TMM operates. These 
include: 
• External factors - competitive profile, market profile. 
• Internal factors — product /service profile, customer, and company profile. 
2. To identify key marketing and management issues which are peculiar to TMM's 
client situations. These issues would serve as a foundation for building sustainable 
competitive advantages for the company. 
3. To develop detailed strategies and tactics for TMM on; 
• Marketing: Overall positioning and market objectives. 
Service offerings and pricing mechanisms. 
Communications (external, mainly with clients). 
Sales (e.g. directors /consultants and project managers' 
relationships with current /prospective clients). 
• Management: Communications (internal and external, including 
cooperating parties). 
Quality management of consultancy and marketing projects 
(e.g. frameworks or guidance for consulting jobs). 
Project-related performance measures. 
l lM i ;Wi l i rH IOTJ l • • • 4 
4. To recommend effective control measures for the proposed strategic marketing and 
management plan. 
1.3 SIGNmCANCE OF THE STUDY 
TMM has experienced a stable growth since its establishment. It has maintained close 
and long-term relationship with several clients. In the last year, however, business 
growth becomes stagnant due to the generally unfavorable retail climate. Many clients 
have reduced their marketing expenditures and become less aggressive in retail 
establishment or expansion. One client even terminated a long-term contractual 
agreement with TMM as a means to save marketing expenditures. In addition，TMM 
experienced a high employee turnover rate last year. Two project managers and two 
marketing executives have left the company which is possibly caused by high workload 
or less attractive remuneration. 
In view of these, there is a need for a strategic and practical plan to guide the future 
directions of the company. This project will use the strategic marketing planning 
approach to examine TMM's current situations, to identify potential market 
development opportunities, and to recommend a strategic plan for the company to 
pursue. 
1.4 SCOPE OF THE PROJECT 
The project attempts to cover most of the company's marketing aspect and related 
management /operation issues. Since the company size is small, it is relatively easier to 
HJI i :WWItH iWJI • • • 5 
handle a comprehensive study and provide meaning and practical advises in a holistic 
perspective. Throughout the project，it is expected to integrate various fields of 
business studies into the core strategic marketing planning framework. Hence, ideas 
would be generated from a variety of concepts - including positioning, competitive 
strategies, relationship marketing, services marketing, and quality management, etc. 
While the project addresses both marketing and management perspectives, it should be 
noted that management issues are limited to those who have more direct impact on 
marketing planning. These include the quality of work and communication between 
TMM and its clients and cooperating parties. Under this direction, some aspects ofthe 
business operations would not be covered in this project. For instance, accounting, 
finance, general administration, and detailed human resources planning are excluded 
from the study. 
1.5 ANALYTICAL FRAMEWORK 
The project would basically follow the traditional strategic development process, which 
includes environmental analysis, goal setting, strategic formulation and tactical 
implementation. The characteristics of this project lie in its dual perspective of 
examining the overall business development of TMM from both marketing and 
management perspectives. While the development ofstrategic marketing plan for TMM 
is the main theme of this project, it would be less meaningful ifthe management works 
behind are not studied. A sound marketing strategy must be accompanied with 
management support at the back stage. These two dimensions are inseparable from a 
strategic perspective. 
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The skeleton of the project would base on Dr. Charles Steilen's strategic marketing 
planning model (see Appendix 1). This model is chosen as the framework of analysis 
owing to: 
• Its comprehensiveness in assessing the overall market environment. 
_ Objective-oriented strategy formulation. 
• Integration of various marketing strategies into a whole picture — the tactical action 
plan. 
• The model is applicable as a foundation for marketing planning in any organization 
and for any industry. 
The framework would be enhanced by marketing concepts which are applicable to the 
consulting business, such as relationship marketing and services marketing. 
In addition, management or operational supports to the strategic marketing plan are 
studied by integrating various fields ofbusiness studies, for instance: 
_ Communications and network management. 
• Quality management. 
• Performance measures and incentives. 
Practices in leading consultancy firms would be used as a role model whenever 
appropriates. 
1.6 RESEARCH METHOD 
1.61 Data Sources 
DHi3SEnHB32l • • • 7 
In this project, qualitative analysis would be applied in assessing the business 
environment. This information will serve as critical input in formulating strategic plan 
and recommending tactical actions. 
It is considered that exploratory research is the most effective way of collecting 
information owing to the unstructured nature of problems /issues. Such qualitative 
approach can also help exploring business opportunities effectively. Information about 
‘ the market and the company would be collected via two ways: 
• Literature review, secondary data about the market from relevant journals, 
magazines or newspapers^. 
• Survey ofknowledgeable individuals: primary data about the company /market by 
interviewing with TMM staff (directors, project managers, and marketing 
executives) and some of its current clients. 
1.62 Research Limitations 
While qualitative approach can maximize the data or opinions collected, there could be 
some subjective bias prevailed. For instance，respondents may not reflect their true, 
underlying opinions or the companies do not disclose some vital yet sensitive issues. 
Likewise, the researcher could interpret an issue subjectively. Nevertheless, all the 
qualitative surveys would be administered as objective as possible. It is expected to 
portray a fairly comprehensive picture about the overall market environment. 
2 See bibliography. 
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2. SERVICE PROFILE 
2.1 SERVICE SCOPE 
TMM was established in Hong Kong in 1981. The founders (and directors), Peterson 
and Margaret�，entered this field because they felt they had the necessary talent and 
background to assist others in the marketing development and growth of their 
businesses (see Section 1.1 for Company Background). TMM offers a variety of 
marketing consulting services, ranging from retail development, market entry, 
advertising, promotion, sponsorships to publicity campaigns: 
2.11 Retail Establishment 
During the planning stage, TMM provides the following professional consultancy & 
marketing advice to client: 
• Research & development of retail theme concept. 
• Identify production houses for retail image creation. 
• Research & recommendations on product mix and target market. 
• Propose an operation outline with detail work schedule. 
• Propose detail budget guideline. 
• General market analysis & competition reference. 
During the implementation stage, TMM participates and contributes to the retail project 
in the capacities of: 
• Marketing advice on overall project development. 
3 Disguised names. 
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• Shop location research & recommendation. 
• Retail location terms negotiations. 
• Advertising & promotion planning. 
• Media planning & budget advice. 
• Advice on launching activities & promotion for retail outlet. 
“Market ing advise on retail operation. 
The company also supervises, coordinates and executes ad hoc projects/events for 
clients, such as opening party, tie-in promotion with third parties, and editorial 
coverage, etc. 
2.12 Market Entry 
TMM occasionally helps foreign brand owners entering the Hong Kong market. A 
typical market entry process includes the following major steps: 
1. To study the favorable and unfavorable retail market factors in Hong Kong (or 
China) ofwhich client is entering (e.g. high-ended designer fashion market): 
• General retail environment. 
• Retail operation. 
• Overall consumer behavior. 
• General assessment of established brands which are comparable to clients' 
brands. 
2. To identify possible scenario of which the client can enter the market, with an 
introduction to the respective approach，investment requirement, pros and cons of 
each scenario. 
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3. To develop a workable launching schedule. 
4. To work out a budget guideline with client, including a lump-sum 1^ and 2^ ^ year 
budget for launching client's brand. The associated advertising & promotion 
proposal is also prepared which typically aims at: 
• Establishing client's brand and market positioning. 
• Increasing brand awareness. 
• To take into consideration of further market expansion in other regions (e.g. 
from Hong Kong to China). 
5. Once the client commits to the proposal and signs the relevant agreement, it would 
go to the real implementation stages, including: 
_ Identification of retail outlet and negotiation ofleasing terms. 
• Establishment of retail outlets. 
• Advertising design, production and media placement. 
• Devise detailed promotional campaigns, etc. 
2.13 Advertising，Promotional & Editorial Campaign 
Advertising 
TMM provides full-scope advertising services to clients. It usually subcontracts creative 
development and advertising production jobs to its associated consultants. The 
company itself is responsible for media placement, and more importantly, the 
coordination ofthe entire advertising process. Key clients spend a considerable amount 
of advertising expense per year. Sample advertising campaign of a client's brand 
(Madler leather collection) can be found in Appendix 2. 
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Promotion 
TMM conducts promotion and sponsorship campaigns for the clients' brands. These 
can be classified into the following categories: 
1. Sports-related promotion /sponsorship programs with Women's World Volleyball 
Grand Prix, Asian Games, Expedition Group, Hong Kong Sports Institute, etc. 
2. Image association promotion and sponsorship programs with Miss Asia Beauty 
Pageant，film sponsorship, singer's fan club party，Ryukotsushin magazine. Disc 
Jockey magazine, etc. 
3. Business-related promotion programs 
Abng with promotions targeting at the public consumers, business-related 
promotions are also carried out to enhance client brands' awareness among 
potential working partners, corporations, and business executives. For example: 
• Selected personalities of corporate level in related trade and travel field. 
• Well-known travel editors 
4. Goodwill-related sponsorship programs with RTHK School Quiz, Future Hope, 
etc. 
5. Direct marketing /joint promotion programs between clients' luggage products 
with Wing On Travel and Sunflower Travel 
Editorial Write-up 
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Editorial write-up refers to press releases issued in publications and magazines. TMM 
prepares copy-writings and issue them to editors of selected media for free releases. 
Editorial write-up is considered as more effective than advertising. It is customary to 
calculate editorial coverage value by using advertising rate ofpublication x 1.5 to 2.5. It 
is generally accepted that readers are more receptive to editorial copy than advertising 
copy，thus giving higher advertising value. TMM's calculation is based on the 0伍6&1 
advertising rate less 15% x 2. 
2.2 PRICEVG OF SERVICES 
2.21 Project-based Fee vs. Retainer Fee 
For TMM to advise and supervise marketing projects, either an agreed project fee for a 
fixed duration of a project, or a monthly retainer fee would apply. The amount of 
professional project fee or retainer fee will be based on the complexity and diversity of 
a project, the projected manpower involvement, and supporting administration required. 
Project-based fees are of decreasing importance in TMM. All of the key clients retain 
TMM on a 12-month basis. Such fee structure benefits both the clients and TMM. 
Clients can have a better-coordinated stream ofmarketing activities on an annual basis. 
In effect, TMM would almost act like an in-house marketing department ofthe clients' 
companies. For TMM, it also benefits from a stable stream of revenue. The present 
consultation retainer fee for an established brand is in the range of HK$15,000-
HK$35,000 per month. 
• a r w a i « a g i a a » i g « a • • • 13 
2.22 Ad-hoc Projects /Events 
For supervision, coordination and execution of ad hoc events (such as shop opening 
party with celebrities and press release), a separate project fee would apply, which 
depends on the extent of time, effort, and cost required. 
2.23 Advertising & Media Placement 
For all the advertising production coordination and media placement, TMM exercises it 
negotiation power and skills for client on all media negotiations and production 
quotations. An agency fee of 17.65 percent is applied on net media placement costs 
only； all agency discounts and other discounts obtained by TMM on client's behalf 
would be fiilly rebated to client. 
2.3 MARKETEVG EXPENSES 
Like many consultants, TMM relies on word of mouth - referrals — for most of its 
consulting contracts. These include personal referrals by satisfied clients or referrals 
resulting from networking activities (e.g. turning a cooperating party into a client). 
Since TMM has been very successful in maintaining an extensive network of associate 
consultants, clients，and cooperating parties, it does not experience trouble in seeking 
prospective clients. TMM never uses advertising, direct mail, or cold calls to promote 
itself. The company believes that they are already marketing themselves in every 
encounter within its network by maintaining professional service standards. Therefore, 
marketing expenses at TMM are minimal. Perhaps the only expense is premium quality 
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company stationery (e.g. letter，envelope，name card) that helps enhancing TMM's 
image. 
2.4 PROFIT POTENTL\L 
According to the company, the profit potential of advertising is the highest among all 
the services offered. Retail development projects are also profitable but it involves 
much more manpower and time. Promotion and sponsorship projects are less profitable 
since the service charges are lower than the former ones, yet considerable manpower 
and time are required. Nevertheless, the company insists the importance of each area 
and assigns one project manager to each of the areas. The company considers that it 
adds value to clients by offering comprehensive service packages. 
Associated consultants represent also an additional source ofrevenue. They are in fact 
subcontractors hired by TMM. When TMM uses associated consultants to execute part 
ofthe client assignments, they would internally mark up subcontractor services to the 
clients. The reason being that there are costs incurred in searching for and coordinating 
with these subcontractors. Besides, TMM has to guarantee their work. They feel that 
they should be compensated for accepting these risks and that marking up 
subcontractor services is a relatively invisible way ofhandling this. 
Although the company does not disclose the profit margin, it could be expected that the 
margin would be quite satisfactory. One evidence is that project managers and 
marketing executives receive an average ofl.5-month bonus in 1996. 
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2.5 SERVICE STRENGTHS & WEAKNESSES 
According to the company's previous client survey and accumulated word-of-mouth, 
TMM is highly valued as a consulting firm that provide "one-stop" shopping for all of 
the marketing assistance that a client need. The reason being that TMM can provide 
comprehensive service packages to clients who operate a retail business - from retail 
establishment, advertising, promotion, to sponsorship and publicity. 
TMM's services have some weaknesses on the other side. Clients often wonder if the 
service charges arejustifiable or not. It is not easy to measure the benefits or returns of 
some services objectively. TMM responded that the charges are ofbest value to clients 
—indeed they help clients saving costs. In addition, TMM does not have adequate 
professional skills or associated consultants in the field of formal marketing research 
and retail operation technology (e.g. point-of-sale system，inventory system). 
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3. MARKET PROFILE 
3.1 MARKET CHARACTERISTICS OF THE CONSULTCVG EVDUSTRY 
3.11 The Consulting Industry 
The overall market size is quite impressive for the consulting business. While local 
statistics are not available, world statistics revealed that the total billings amounted to 
US$40 billion to US$70 billion worldwide. There has been a 22% compounded 
worldwide growth from 1980 to 1990, a 10% growth from 1990 to 1994, and more 
than 15% from 1995 to 1996. Industry analysts project a growth at 10% per year to 
2000. Though the market is maturing, demand of consultants is still strong. The client 
segments are complex, fragmented, and rapidly changing. Industry trends are 
characterized by specialization (by industry, function, and service). Consulting firms are 
searching for client niches. Though there are tens of thousands of small consulting 
firms, the 40 largest firms represent 50% of market and gaining share (primarily 
through acquisition of mid-sized firms and specialty boutiques). 
Consulting firms are generally categorized as follows: 
1. Management Consulting - Business process reengineering, transforming the 
organization, marrying strategy and technology, quality management，marketing and 
human resources management, etc. 
2. High Technology - Information technology (systems integration, outsourcing, 
technology strategy), computer hardware and software. 
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3. Marketing Consulting - Marketing communications, naming & logo，brand 
management, retailing, etc. 
4. Other consulting organizations include CPA firms and consultants for financial 
services (e.g. investment banking, venture capital, mutual fund), etc. 
5. These consulting firms can be further classified as "umbrella" firms (cover across 
categories) or specialized firms (focus on one aspect within a category). 
3.12 The Marketing Consulting Business 
Marketing consulting is a relatively new field in the consulting business. It has not been 
a major source of revenue among the largest management consulting firms. According 
to Consultants News July 1996, marketing /sales only represents 2% of the functional 
breakdown among the 40 largest consulting firms^ by world revenues: 
Table 1: Functional Breakdown o f40 Largest Consulting Firms 
Process /operations management^ 31 % 
Corporate strategy 17。/。 
IT strategy 17% 
Actuarial /benefits 16% 
Organizational design 11。/。 
Financial advisory 6% 
Marketing /saies 2% 
Source: Consultants News, July/August 1996 
Retailing and consumer products, the industry areas where TMM belonged to，only 
represents 13% ofthe businesses among these largest consulting firms: 
4 Based on world revenues. 
5 Examples: business process re-engineering, total quality management. 
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Tabie 2: Industry Breakdown of 40 Largest Consulting Firms 
Financial systems 22% 
Consumer products 11% 
Manufacturing 11% 
Telecom 1 o% 
Energy /utilities 9% 
Government 9% 
Healthcare 9% 
Hi tech 8% 
Media /entertainment 3% 
Retail /wholesale 2% 
Others 6% 
Source: Consultants News, July/August 1996 
3.13 Implications to Small-scaled Marketing Consulting Firm 
Although the above figures may not be fit with Hong Kong situation precisely, some 
strategic implications can be drawn for small-scaled marketing consulting firms: 
• Big consulting players do not impose an immediate competitive threat to small 
players. Marketing consulting only represents a small portion of their business. 
Besides，the client mix between large and small players is substantially different. 
• Competition within these small firms is not very intense due to the highly 
fragmented market structure. Specialized players are scattered throughout the 
market. 
• Clients are typically medium-scaled or even smaller firms - they cannot afford 
leading consulting firms, nor these leading consulting firms consider them as a 
major revenue stream. 
• In the long-term perspective, well-performed marketing consulting firms are likely 
to cooperate, merge or even being acquired by larger consulting firms. 
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3.2 MARKET TRENDS EV HONG KONG: THE NEED FOR MARKETEVG 
CONSULTEVG 
As the economy becomes more prosperous and people are having a higher quality of 
life, good image, high quality brands would definitely have advantages over low quality, 
generic brands. As consumers are better informed through extensive exposure to 
various media, they are more sensitive to trends and quality issues. Their buying 
decisions are more sophisticated than ever. In the past, they may only aware of the 
need. They then shifts from price conscious to brand conscious. Now they become 
more rational in striking a best deal between image, quality, and price. They are more 
capable of identifying differences between brands. In addition, people like to shop in a 
comfortable environment with a variety of choice and a higher level of customer 
service. 
Such phenomenon has important implications to retailers and marketers of consumer 
goods. They have to produce high quality, branded items and sell them in prestigious 
retail locations (e.g. large department stores). In order to establish a foothold in the 
market, they are likely to face with strong competition at the same time. 
In order to have a long term growth perspective, a well developed image commensurate 
with good quality is necessary to compete not only with for sophisticated consumers, 
but also the best space in the best retail site. Great brands do have advantages in this 
scenario, since they are usually backed by large corporations. However，medium-sized 
companies may find it difficult to conduct quality marketing campaign under limited 
marketing know-how or resources. This is especially true among those companies who 
typically run a Chinese family oriented business. Marketing consulting firms become an 
alternative means of developing their marketing effort. In the case ofTMM, key clients 
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simply outsource marketing know-how and skills. In many instances, TMM acts like an 
in-house marketing department for the clients. 
3.3 MARKErS SPENDEVG HABTTS 
As mentioned in the last section, medium-sized companies have limited resources in 
conducting quality marketing programs. These refer to limitation of manpower, effort, 
and money. However, it is more precise to describe them as cost conscious rather than 
really a lack of money. In fact, many Chinese family oriented businesses do have 
abundant money to develop marketing programs. They just don't know how to spend 
or concern ifthe impact of such programs can pay back what has been invested. These 
companies may find it difficult to compare the service charges among different 
consulting firms. This is because marketing consulting firms seldom offer identical 
services and they are highly fragmented by industries served (see Section 3.12). Clients 
are therefore less sensitive towards the price of these services. Their judgements of 
service charges are often subjective. Theyjust pay what they think as "worthwhile" and 
"affordable". 
3.4 MARKET OPPORTUNITffiS AND THREATS 
3.41 Dependence on the Retail Environment 
Under the 1997 political climate，the Hong Kong economy has been fluctuating 
significantly in recent years. In the mid 90s, the retail climate (i.e. consumer's 
purchasing power and desire) is adversely affected by the poor stock market, a known 
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speculative but recently lifeless property market, and the unfavorable US$/Japanese 
Yen/German Deutschemark exchange rates. However, optimists believe that the retail 
market would soon pick up and gain momentum from the large-scale infrastructure 
development, such as the new airport development which will create substantial 
revenue into the community. 
Under such scenario, TMM's key clients who involve in the retail sector are also 
suffered. The subsequent impact on TMM includes: 
• Reduction of advertising and promotional budget. 
_ Postponement of new retail establishment or expansion. 
• The threat oflosing business with a client (as they cut their marketing expenses or 
consider using internal resources to pursue marketing activities instead). 
TMM has experienced a satisfactory growth in the early 90s. While the company hopes 
to achieve an even better growth in the mid 90s, it is somewhat hindered by the 
unfavorable retail climate. The reason being that all the key clients are involved in the 
Hong Kong retail sector. 
3.42 Business Opportunities at the Higher-ended Consumer Brand Market 
Despite the seemingly discouraging retail performance in the past few months, certain 
positive individuals/companies in the retail sector are also being witnessed. These 
include department stores such as Seibu (under Dickson's Group), high fashion houses 
such as Joyce and Versace - all with evident expansion programs. Fashion brands new 
to the Hong Kong top end market like Kookai, D&G，DKNY are also going through 
aggressive establishment programs. Hence, some higher-ended fashion brands which 
are new to the Hong Kong market can be prospective clients ofTMM. 
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By bringing higher-ended brands into TMM's client portfolio, it can also enhance 
TMM's image. Its success in developing a higher-ended brand can serve as a strong 
evidence to existing or future clients about TMM's capability. 
However, TMM should adjust its current marketing practices since consumer behavior 
and marketing practices may differ from the medium-ended brands it handled: 
• In the high-ended market, consumers are more sophisticated and well informed. 
They are quality and price conscious. Like other Asian countries, these consumers 
are highly brand conscious. In order to match such consumer psychology, 
successful high-ended brands usually possess strong identifiable features such as 
flamboyant logos or emblem, bold print, etc. Examples include DKNY, D&G, 
Versace, and LV. 
• Seasonal sales are not important for the rich. Indeed, they prefer to buy at the new 
arrival period to catch up with the fashion trend and show off the prestige. Most 
shops compile list of regular customers and a 10% discount is usually offered to 
them by means ofVIP privilege cards. Practice of personal correspondence between 
shop staff and YJP customers are also common to inform of new arrivals, pre-sale 
event, promotion activities, etc. Local socialists and celebrities' endorsement are 
also being seen to be a successful practice to build up brand's credibility among 
general consumers. 
It should be cautious that it is not easy to gain success at the higher-ended fashion 
segment. The Hong Kong medium to high-ended markets are known to be relatively 
saturated with numerous well-known international brands. Its TMM's challenge to 
build up a new brand in Hong Kong. 
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4. COMPETlTrVE PROFILE 
4.1 TMM，S RELATrVE STANDEVG 
TMM is a marketing consulting firm which offers a wide range ofservices - from retail 
development, market entry, to advertising and promotion. In a broader sense, any 
consultant who competes for some or of all ofthe services offered by TMM could be 
considered as a potential competitor. Therefore, advertising agency, publicity agency, 
and production houses can be potential competitors. 
However, direct competition is rare due to the highly fragmented market structure. 
Competitors provide different kind of marketing services to different types or classes of 
clients. The following table summarizes different categories of competitors and their 
levels of competitive threats towards TMM: 
Table 3: A Comparison with Direct and indirect Competitors 
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Services Cornpemive 
_ M B M M ^ m i l H j M ^ m i i i i ^ B ^ J ^ ^ ^ ^ ^ J ^ | f i l l | ^ | ^ 
Murnnationarmana0ement JW Thompson Advertising : Minimal 
consultant Grey Advertising (Capabillties& 
Multinational advertising BCG Management, class of clients 
agency AT Kearny marketing, IT. etc. much differ 
Murtinational marketing Lintas Limit to naming, logo, from TMM) 
consultant and visual media in HK 
Local, well-known Tiptop Management, Little 
marketing and marketing, HR, e(G. (Better 
managementconsuttarrt . " • .: . . ••:....••:. 、."：•. capabilities 
Local, wef»-known lnnov:vision lntegrated marketing than TMM, but 
marketing communicatfons communteations different class 
corvsuttant „ I 1 | ofclients) 
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IT consultant , ; ,二 McKeown Software Retail management Similar to 
‘ , ‘ 
； (tT-retated) services 
PR agency Winniperg & Press and pubftcity offered by 
Asscociates 二 TMM and its 
^ Sports event oiganlzer IMG Sports and event associated 
Spectrum sponsorships consultant. 
Direct marketing agency BBRD Direct Direct marketing Not competing 
‘ PJ Associates with TMM 
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Design & contracHng Hallton industries Interior design & direcUy. Could 
contracting services for be potential 
^ • ； commerciat projects partners with 
Production house Color Six Lab. Artwork, color ™ M . 
The Elegant Co. separatk>n, printing 
Small to medium-sized, Denland Advertising Moderate 
local-based advertising Sino Advertising 
agency : . . … . • 二 ‘’ ‘ , 
4.2 TMM VS. ADVERTISEVG AGENCY 
4.21 Difference in Pricing Structure 
Based on the table in Section 4.1, advertising agencies are in fact the closest 
competitors with TMM. Advertising is a major revenue stream (see Section 2.4) in 
TMM. And both of them offer similar type of services (creative development, media 
placement, and advertising production). The only differences are the cost structure and 
the way of doing business. 
An advertising agency provides services to its client and expects to be compensated for 
these services. However, neither the agency nor client knows in advance exactly what 
the agency will have to do to provide the client with acceptable and effective 
advertising. It is virtually impossible to predict how long it will take a given number of 
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people to produce a successful advertising idea. It may take weeks or months of 
preparation work as ideas are developed and refined. Sometimes，successful idea comes 
in a flash of insight that takes little or no formal work-time at all. 
The traditional solution to the problem of agency compensation has been the 15 percent 
media commission. Under this system, advertising media allow advertising agencies to 
deduct a 15 percent commission on the gross cost of time or space purchased from the 
medium by the agency on behalf of agency's client. Therefore, there is no motive for an 
advertising agency to negotiate the best media deal for its clients because a reduction in 
media cost means reduced commission. 
Besides media commission, it is customary for the agency to charge a markup on 
production bills (i.e. non-media expenditures). The traditional production markup is 
17.65%. The 15 percent media commission is included in the total price quoted to the 
advertiser by the media. The 17.65 percent mark up yields the same amount ofagency 
revenue when added to a production charge that does not include an agency 
commission. 
4.22 Competitive Strengths of TMM Over Advertising Agency 
TMM has a competitive advantage over conventional advertising agencies that adds 
value to clients: it negotiates the best media deal on behalf of clients. For all the 
advertising production coordination and media placement，TMM exercises it 
negotiation power and skills for client on all media negotiations and production 
quotations. An agency fee of 17.65 percent is applied on net media placement costs 
onty; all agency discounts and other discounts obtained by TMM on client's behalf 
would be fully rebated to client. In other words, clients can benefit from professional 
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advertising services at a much lower cost — saving 15% media commission plus further 
savings resulted from TMM's negotiation with media. 
In addition, there is no need for a client to stick with a particular creative agency or 
production house. On behalf of the clients, TMM has the right to search for the best 
mix of associated consultants and relevant partners that creates synergy for each 
advertising campaign. 
4.3 THE THREAT OF SUBSTITUTION 
Perhaps a more realistic form of competition is the substitution ofTMM's services by 
the clients' internal marketing department. For instance，clients may reduce their 
reliance on TMM in an unfavorable business climate or when they think they can 
manage their marketing activities internally. Recently, one client terminates a long-term 
contractual agreement with TMM as a means to save marketing expenditures. They 
have switched to project-by-project basis. The threat of substitution could have a 
serious negative impact on TMM. 
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5- CLIENT PROFILE 
5.1 CLBENT PROFHJE 
TMM's client mix currently is approximately 80% consumer products, with the balance 
representing a mix of industries including travel/leisure and food. Clients producing or 
importing consumer products are involved in the retail sector. Clients are mostly HK-
based. The three key clients below represents more than 70% ofTMM's business. 
5.11 Hua Guang Hang 
Hua Guang Hang is one of the largest company in Hong Kong specialized in bags and 
luggage products. Two of its subsidiary companies. United Afco Co. Ltd. and Skywind 
Enterprises Ltd., carries more than 15 brands ofbaggage products, including soft bags, 
leatherware, and hard luggage. Some well-known brands include Pierre Cardin, 
Mendoza^, and Carlton. They hold six brands of nylon-based^ soft bags recently. 
These include Mendoza, Hedgren, Lucas, and Porter Dash. Of which, Mendoza is 
considered as the company's "house brand’’ and the most important nylon-based 
product in terms of sales generated. TMM has been involved in the consulting activities 
with aU these brands, with a focus on Mendoza and Carlton. 
Hua Guang Hang is a traditional Chinese family oriented business. The marketing 
department is small and immature - there are only four people fully responsible for the 
marketing development of all the brands. Due to its weaknesses in marketing, Hua 
Guang Hang has hired TMM as their marketing consultant five years ago. Recently, its 
6 A copy ofMendoza's image advertisement can be found in Appendix 4. 
7 Nylon-based soft bags include those mainly made b^ nylon, soft PVC materials, and/or cloth. 
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advertising，promotion，publicity, and retail development (Bag & Sac Station, a chain 
store of bags & luggage) are carried out via the advice and assistance from TMM. In 
essence, TMM acts like an in-house marketing department for Hua Guang Hang. Most 
of the people in HUA GUANG HANG do not have a market-oriented mind. Personnel 
in the marketing department are usually transferred from the sales department and lack 
marketing professionalism. There seems to be a long way for the company to transform 
into a true market-driven organization. 
5.12 Maas Corporation 
The Maas Corporation is an established (40 years) garment manufacturer in Hong 
Kong, with production mainly in knit and selling mostly to the U.S. market. Maas's 
clients are mainly department chain stores. With the stagnant business growth of its 
mainstream garment activities in early 90s, Maas started to look into the feasibility of 
establishing an alternative, diversified line ofbusiness with the capitalization of: 
• Its acquainted U.S. sourcing network (especially fashion and designer market). 
• Its available man-hours and knowledge in the sourcing programs. 
• Its established Hong Kong office in the day to day operation in administration, 
accounting, distribution, and warehousing. 
Having several meetings and brainstorming sessions with TMM, the concept of 
"UrbanOxide" was emerged: 
• To engineer a selective collection of merchandise under the roof of "UrbanOxide" 
to the retail market，with own identity shops andA>r department stores concession 
counters. 
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• The merchandise is mainly fashion and fun accessories imported from the US 
exclusively by UrbanOxide 一 including earrings, bracelets, watches, puzzles， 
hobbies, desk top accessories, artistry home fiimishings, candles, cards 
• Targeting at the age group 15-39, upwardly mobile, with unisex appeal; creating a 
retail concept with focus on mind stimulating, intellectually inclined, ecological and 
environmentally conscious merchandise. 
Up till now, two UrbanOxide retail outlets have been opened in Times Square and 
Ocean Galleries (see Appendix 3). Due to the unfavourable retail climate in the mid 
90s, the shops do not reach the expected sales targets. The planned aggressive retail 
expansion and wholesale network establishment have been deferred. 
5.13 Maxly Limited 
Maxly Limited is the exclusive agent of Cemiti 1881 Swiss Watches in Hong Kong， 
China, and Macau. The parent company ofMaxly is Oriental Watch Holdings Limited, 
a well-known watch company listed in the Hong Kong Stock Exchange. The watches 
have been selling through the six retail outlets of the Oriental Group, all at prime areas. 
However, the quantity of watches sold in 1995 was 255 pieces only. 
After marketing the Cerruti 1881 watch collection for one year, Maxly felt the need to 
re-assess the brand's development. Through business referral, TMM was called in to 
consolidate and evaluate the market positioning and marketing effort required to tackle 
the Hong Kong market more aggressively. 
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Maxly and TMM have finally reached the following marketing objectives: 
• To identify the appropriate target market and brand positioning of Cerruti Watch 
Collection. 
_ To create brand awareness of the Cerruti watches among target consumers through 
advertising and promotional campaign. 
• To achieve a designated annual sales target. 
• To expand the Cerruti retail network to a designated number of outlets within a 
specific period of time. 
5.2 SURVEY ON KEY CLffiNTS 
One basic role of a consultant is to understand client's needs. However, the true need 
or benefit is not always obvious - even to the client. Hence, the purpose of these 
interviews is to gather as much opinions as possible from TMM's current clients. It is 
expected to find out the extent in which the clients understand the benefits of TMM's 
services, as well as what they are really looking for that TMM may not foresee. Table 4 
summarizes the research procedures with TMM's clients. 
Table 4: Research Procedures with TMM's Clients 
Period: February 1996 
Sample: 3 key clients:-
• Marketing Manager of Hua Guang Hang 
• Director of Maas (UrbanOxide) 
• Director of Maxly (Cerruti 1881) 
Procedure: Personal, informal interview with relevant individuals (approx. 20-30 
minutes per interview). 
Interviewees were prompted to provide their information and insights on 
the following:-
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a) The reasons for using TMM's services. 
b) How do they evaluate TMM's performance. 
c) Quote some projects they are highly satisfied with. 
Interviewees were free to express their views. No leading question and 
further guidance are provided by the interviewers. 
Remarks: • The interviews would focus on the decision behavior of client 
companies in choosing TMM as a marketing consultant. Emphasis 
would be placed on the importance of different evaluation criteria 
rather than sensitive issue such as their negative comments on 
TMM. 
• Cover letters were sent to the respondents before interviews to 
explain the research purposes. TMM directors have endorsed the 
letters before dispatching to client companies. 
• It has been agreed that the data collected would be kept 
confidentially and TMM would only know the general result instead 
of individual responses. 
5.3 RESEARCH OUTCOMES & ANALYSIS 
5.31 Reasons for Using TMM's Services 
The respondents' companies hired TMM as marketing consultants for the purposes of: 
• Solve marketing problems. 
• Add value to their companies and products. 
• Enhance brand image and generate publicity. 
• Promote sales. 
• Cut costs. 
• Speed operations. 
Respondents considered TMM as a problem solver. This can be interpreted as lack of 
know-how, time and /or manpower to handle marketing development at the 
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respondents' companies. It should be noticed that they are not just using TMM's 
services to add value and enhance image of their brands, but also with a hope to achieve 
some concrete measures - such as increasein sales or decrease in costs. 
5.32 The Evaluation of TMM's Performance 
When the respondents were asked on what basis do they evaluate TMM's performance, 
they quoted the following evaluation criteria: 
Most important criteria: • Quality of personnel on account 
• Cost-consciousness 
• Complete agreement about goals /objectives 
Moderately important criteria: • Creativity ofmarketing campaigns 
• Sales promotion ideas 
• Service charges 
• Compatibility of TMM and client personnel 
Clients' viewpoints have some important implications to TMM: 
• Clients are cost conscious. They want to have a clear picture about the cost-benefit 
tradeoff of a project before hand. 
• It is important to set concrete goals or objectives for a project. Quantifiable 
measures can clarifying client expectations and how TMM should proceed. 
• Clients not only concern about the actual impact of a service, but also the encounter 
within a service process. Quality of TMM's project teams and their good 
cooperation inspire confidences in clients' minds. 
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5.33 Projects in which Clients are Highly Satisfied With 
There are some common phenomena among the projects^ that clients are highly 
satisfied with. These projects have one or more ofthe following characteristics: 
• Cost-benefit tradeoffs are well understood before hand. 
• Project has direct impact on sales achievement. 
• Project can bring abundant return with minimal investment. 
Case 1: Back to School Promotion at Seibu (1995) 
The Back to School campaign between client Bag & Sac Station (under Hua Guang Hang) 
with Seibu is an example of promotion which contributes to sales performance directly. It 
means the cost of promotion and consultancy can be fully covered by the extra increase in 
sales (on the basis of comparing sales figures during the same period in last year). TMM's 
contributions include the liaison and identification of merchandise, the arrangement of 
selected samples to Seibu, the ideas of promotion mechanics, and the presentation of ideas 
to Seibu. The promotion mechanics is shown in the following table. 
Student Scoring incentives 
>=5 As in HKCEE • A free Mendoza backpack. 
• 15% discount on any purchase. 
• Photos and names for publicity. 
1 A and 5 passes in HKCEE • A free Mendoza waist bag upon any purchase. 
• 15%discount. 
All subjects pass in school's final 鲁 A free Mendoza pencil case upon any purchase. 
exam. Results (primary, • 15% discount. 
secondary, & tertiary students) 
Besides the promotion team, advertising team also supports the campaign in the following 
ways: 
• Advertising - radio broadcast with spots spreading through the first week of promotion. 
薩 Publicity exercise in selected youth magazines (see Appendix 5). 
• Production of point-of-purchase stands. 
8 Information based on interviews with TMM and relevant clients, see bibliography. 
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Case 2: The Wing On Travel / Carlton Luggage Collection Direct Marketing & Joint 
Promotion Program (1993-1996) 
TMM is the pioneer in introducing direct marketing of luggage at travel agents. The program 
is copied by many other luggage dealers and travel agents afterwards. The program aims at 
providing promotional luggage models with either design, collection or price point exclusive 
for Wlng On's customers in any travel related promotion during the agreed period. The main 
selling point is offering exclusive promotional prices to Wing On's customers unmatched 
elsewhere (see Appendix 6 for promotion leaflet). 
The program is designed to reach target customers effectively - those who need suitcases as 
they travel aboard. The direct marketing program also adds to advertising value, with 
Carlton's advertisements appearing in Wing On's itineraries，travel Information booklet, and 
its extensively exposed newspaper ads. 
Carlton Airtec Carlton Airtec 
26" Suitcase 29" Suitcase 
Recommended retail price $1，050 $1,160 
Present wholesale price $630 $696 
Wing On exclusive purchase price $420 $490 
Wing On exclusive promotion price $499 $599 
Wing On's margin per case ^ $99 
Order from Wing On Travel and delivery by client Hua Guang Hang are centrally coordinated 
by TMM. Besides, TMM receives a percentage commission from client on per suitcase basis. 
The commission could be HK$10,000 or more in peak months. 
The sale of Carlton luggage through this direct marketing channel has proven to be significant 
and valuable. The program boosts up market share and exposure of Carlton where the brand 
is still new to Hong Kong consumers in 1993-94. The estimated brand representation in the 
Hong Kong luggage for 1993-1994 (as per 40-foot container p.a.) is summarized as follows: 
Annual demand as per 40-foot container Brands 
(500-550 units per container) (applicable to PP injection series only)* 
40 or above range Samsonite 
25 to 39 range Carlton 
Delsey 
Lojel 





* In alphabetical order within each range. 
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Case 3: Carlton Sponsorship Program on Women's World Volleyball Grand Prix 
(WWVGP 1994) 
WWVGP is one of the most popular sporting events In H.K. both in terms of spectator 
popularity and TV ratings. The Macau leg featured the PRC, Taiwan, Brazil and Russia 
teams，which have guaranteed exceptional media interest in the event as weii as 
unprecedented TV coverage. There are approx. 6 hours of prime time coverage on ATV 
Home, 24 hours on Star TV, and broadcast throughout China and Macau. 
TMM arranges sponsorship and promotional campaign for Hua Guang Hang's Carlton 
suitcases in the following aspects: 
1 • Being the official luggage of WWVGP. 
2. One Carlton advertising board at venue, with certain exposure in TV. 
3. Carlton sponsor logo on the press conference backdrop, official tournament poster, 
and sponsor acknowledgment page of souvenir program. 
4. Carlton's association with WWVGP and famous China player Cui Yongmei in print 
ads. as well as 300 advertising stands displayed at Carlton distribution outlets (see 
Appendix 7). 
5. VIP /general tickets admission tickets for client's use and its PR exercise. 
6. Presentation of Carlton suitcase to the winning team at the Macau Forum with public 
acknowledgment at venue. 
7‘ Editorial coverage featuring Carlton sponsorship and award presentation. 
Being the official luggage of WWVGP, it is able to launch Carlton advertising associating with 
this world-class sports event and famous China player Cui Yongmei. The Carlton /volleyball 
print advertisement has been placed not only in the popular Next Magazine, but also in 
various Carlton distribution outlets for memory recall purpose. The winning Brazil team 
players are expected to use Carlton in the upcoming sports events, thus broadening the 
exposure of sporty association of the brand worldwide. 
More importantly, the Carlton advertising board located at the venue has generated enormous 
impact. It was located at the corner position in which Carlton is exposed on TV once the video 
camera focuses on the server. This means that Carlton advertising board appears in TV 
almost every minute during the live broadcast of the events, which are broadcasted by ATV 
Home, Star TV, etc. 
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6. COMPANY PROFILE 
6.1 ORGANKATIONAL STRUCTURE^ 
The company is led by two directors /consultants who involve in business expansion， 
overall project planning，and deal with the top management of the clients. There are 
three project managers responsible for (i) retail development, (ii) promotion and 
sponsorship projects, and (iii) advertising and media relations respectively. Then there 
are six marketing executives responsible for the actual implementation. The remaining 
staff support administration and accounting functions. Since the company is small， 
segregation of task is not very clear. In fact, the directors would sometimes participate 
in the actual implementation of a project, or the marketing executives frequently involve 
in project planning. 
6.2 MISSION STATEMENT 
TMM does not have any mission statement since its establishment. Although the 
directors have discussed this issue between themselves, they do not conclude any 
statement. They explained that "just like any real life business, life at the fast lane would 
sometimes cause the loss of focus, and present objectives or priorities may well be 
overlook." However, the view of “fast lane" could hinder TMM from acting 
strategically. 
9 See Section 1.1 for organizational chart. 
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6.3 ORGANKATIONAL STRENGTHS 
The organizational strengths ofTMM are summarized as follows: 
1. Comprehensive Service Package — TMM's distinctive competitive advantage lies 
in its ability to provide a comprehensive service package to clients who operate a 
retail business 一 from retail establishment, advertising and promotion, to 
sponsorship and publicity. The company's service and pricing strategy are well 
accepted by medium-sized companies, which do not have professional know-how to 
undertake marketing activities. 
2. Good Network & Relationship — TMM's capability to offer comprehensive 
marketing consulting services lies in its effort in maintaining a network ofassociated 
consultants and cooperating parties. Associated consultants are the implementation 
arm of TMM. TMM acts as a coordination center: it subcontracts creative 
development, advertising production，and retail shop construction to the associated 
consultants. On behalf of clients, TMM liaises good deals with sports event 
organizers in sports sponsorship; it liaises good terms with leasing agents of 
shopping malls in retail establishment projects. Its good relationship with 
department stores (e.g. Seibu) helps facilitating clients to occupy a space there. 
3. Low Labor Cost - Another strength is the company's ability to keep a relatively 
low labor costs. While the directors and project managers are experienced 
professionals, TMM mainly recruits fresh local graduates as project or 
administration executives. The company claims that it prefers to train a fresh 
graduate rather than to correct bad working habits of an experienced person. 
Besides, the saving of salary among the executive level is considerable. 
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6.4 Factors that Hinder the Organization from Increasing Position in the Market 
There are several organizational factors that hinder the company from increasing 
position in the market. 
1. Little Commitment to Expand Consulting Skills - The directors have not 
expanded the company's consulting skills or service offerings in recent years. TMM 
does not build professional skills in marketing research and technological marketing 
systems, which are of growing importance nowadays. The directors simply do not 
believe in the validity of formal marketing statistics in an ever-changing marketing 
environment. They are also not very familiar with the power of using high 
technology to enhance clients' competitive advantages. Some consulting firms offer 
services for growth market scenario (e.g. aggressive advertising) as well as decline 
market scenario (e.g. re-engineering or cost-cutting mechanics). Most of TMM's 
consulting activities, however，are applicable in the growth market scenario only. 
2. Difficulties in Maintaining Service Quality - Since the company employs fresh 
graduates as executives, there would be some quality problems inevitably. TMM 
claims that sufficient on-the-job training will be provided and both the directors and 
the project managers would act as the coach to new executives. According to the 
feedback from project executives, training is provided for routine executions only. 
Little guidance is offered on the planning and budgeting side of a project. TMM 
offers inadequate training that prepares an executive proceeding to the managerial 
level - where strategic thinking and planning attributes are important in that 
position. 
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3. The Leadership Style of Directors - In TMM, critical decisions are usually 
centralized at the directors' hands. For instance, the final direction of a major 
promotion campaign is controlled by the director rather than by the project 
manager. Besides, project teams sometimes find it difficult to accommodate 
directors' ideas. Take the Wing On Travel /Carlton Luggage direct marketing 
program as an example. Since TMM receives a percentage commission from client 
on per suitcase basis (see Case 2, Section 5.15), one director frequently "pushes" 
the project team to boost the volume of luggage processed. However, it is usually 
impossible to push the volume since Wing On's personnel knows more about their 
customers and marketing directions than TMM did. 
4. Employee Turnover — TMM experienced a high employee turnover rate last year. 
Two project managers and two marketing executives have left the company which 
is possibly caused by high workload, less attractive remuneration, or due to the 
leadership style of the directors. 
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KEY STRATEGIC ISSUES 
TARGET MARKET rOENTIFICATION 
MARKETING OBJECTIVES 
/PROFIT FORECAST 
IMPERATIVES IN SETTING 
MARKETING STRATEGIES 
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1. KEY STRATEGIC ISSUES 
Before proceeding to the strategic and tactical action parts, the section summarizes 
some key issues faced by TMM. 
TMM does not establish new client account in the last two years. The company 
attributes to the fact that its existing capacity can just well serve the existing clients. 
Consequently, the company does not consider aggressive market expansion within or 
outside Hong Kong. However, high reliance on a few key clients with a 
concentration in retail business imposes a threat to TMM. The recent slowdown in 
business growth ofTMM is mainly due to the stagnancy of retail market. It can be seen 
that the prospect of TMM's business is closely linked with the prosperity of its client's 
business, particular the three key clients which represent more than half of TMM's 
business. 
Clients buy TMM's services because they do not have the marketing know-how or 
human resources to take care of marketing activities by themselves. They also find that 
TMM can help them saving money than if they pursue a similar project on their own. 
Since the service offered by TMM are suitable in a growth environment, clients may 
reduce their reliance on TMM in an unfavorable business climate or if they think they 
can manage their marketing activities internally. Losing key clients could have a serious 
negative impact on TMM. 
On the positive side, TMM could have the potential to serve more variety of customer 
bases. TMM's present capability can well serve higher-ended brands. The extension of 
advertising and promotion know-how to serve other types of dients - such as 
sportswear, fast-moving consumer goods, or even real estate agents 一 seems feasible. If 
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TMM's consulting skills were further expanded to other domains, it may also benefit 
the long term growth perspective. Some attractive domains include management 
consulting, marketing research, and technology-based marketing (e.g. database 
marketing, internet marketing). The issue here is how to step towards such market? To 
what extent should it move? How many efforts are required? Such change inevitably 
needs to deal with new service /market identification，quality issue, reputation matter, 
and a reallocation of resources from existing core expertise. 
Another business development opportunity is to explore international markets - TMM 
currently focuses on Hong Kong-based clients only. Consulting activities are largely 
Hong Kong-based. International expansion could mean (i) expanding consulting 
activities for current clients in other regions (e.g. China, Taiwan, Singapore), (ii) 
bringing foreign clients' products /brands into Hong Kong，or (iii) carrying out overseas 
consulting activities for overseas clients. The first two alternatives seem to be a good 
business development opportunity. Is it safer to have a portfolio of clients from 
different regions so as to minimize the impact of unfavorable, local-specific 
circumstances (e.g. economic stagnancy)? Would it be more profitable by securing 
contracts with overseas clients? 
No matter which ways does TMM pursue, new quality standards become an 
imperative for TMM to survive in the long-term perspective. As a general trend, clients 
would become increasingly demanding, sophisticated, and quality conscious. This is 
especially true if TMM tries to explore international markets, or to produce better 
value-added services. Does investment into quality make sense right now? 
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8. TARGET MARKET IDENTIFICATION 
After analyzing and evaluating the market trends, customer profile, and potential 
competitors, it is proposed that TMM should target at the following segments: 
1. To consolidate current target segment，i.e. medium-sized local companies with 
the following characteristics: 
• In the business of consumer goods and /or retailing. 
• Desire to build up their brands through quality marketing programs. 
• Have limited resources (know-how, time, manpower) to devise comprehensive 
marketing programs on their own. 
2. To build up emerging target segment, i.e. foreign brand owners with the 
following characteristics: 
• Desire to enter the Hong Kong consumer market or to establish a foothold in 
Hong Kong for further expansion in China /Asian region. 
_ Possess higher-ended brands (preferably European or American fashionable 
merchandise) with the potential to develop into a strong brand in Hong Kong. 
3. To secure revenue by extending target segment. The advertising fiinction of 
TMM could be considered as a stand-alone entity with the potential to attract a 
boarder segment. The rationale being that: 
• Historically, advertising delivers a stable and major revenue stream to TMM. 
Also, advertising requires the least amount of man-hour as compared with retail 
and promotion projects (see Section 2.4). 
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• TMM can attract customers who need advertising but not retailing consultancy 
at the present moment (e.g. sportswear distributors, telecommunication 
services, banks, real estate agents). 
• TMM's market exposure can be broadened and market risk can be reduced by 
having more variety of clients. 
In response to the above target markets, TMM should position themselves as: 
• Professional consultants for retailing (not only focus on development，but also 
extend tb on-going management). 
• Professional consultants for integrated marketing communications. This implies the 
need f o r TMM to expand their consulting skills so as to provide "integrated" 
solutions to clients. 
• A keen competitor against conventional advertising agencies. 
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9. MARKETING OBJECTIVES / PROFIT FORECAST 
Given the target markets defined, marketing direction would be focused on increasing 
number of clients and improving profitability. In order to reach and impact the target 
markets effectively, the following objectives are proposed for the period May 1, 1997 to 
April 30, 1998'':-
L To increase customer volume by: 
• Securing at least one new client who demands comprehensive consulting 
service. 
• Securing at least one flew foreign brand owners who demands market entry and 
comprehensive consulting service. 
• Securing at least three new clients who demands advertising services alone. 
Rationale: 
• The objectives are set against the determined target markets (see Section 8.1), 
i.e. the amount ofbusiness to be received from the particular groups of clients. 
• The existing manpower and short-term increase in manpower have been taken 
into account when establishing the expansion rate. 
2. To increase revenue by 20% and to improve profitability by "/¾ as compared 
with flscalyear 1996 figures 
Rationale: 
• To improve the current situation of stagnant business growth. 
� This period does not align with the fiscal year of the company and will serve as the time frame for the 
tactical action plan in the later section. 
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• These increments are moderately attainable. Considerations are given to those 
actions with benefits that may not be capitalized in the short term. 
• Revenue can be improved by securing more projects from existing clients or by 
attracting new clients. Based on the profile studies, increase in service charge is 
not recommended. 
• In computing profitability, personnel productivity should also take into account. 
TMM may use the following profitability model to compute the profitability: 
Profitability Model 
ProfitabiUty = Margin x Personnel Productivity x Leverage 
Where: 
Margin = profit^ / fees 
Personnel productivity^^ = fees / project manager 
Leverage = project manager / director 
Profitability = profit / director 
Note: There are certain limitations in setting marketing objectives. First, the company 
do not reveal its past marketing objectives. Second, competitive parity is impossible 
owing to thefragmented industry structure among the small firms. Besides, there is no 
published statistics about the marketing consulting business in Hong Kong. 
u Profits are generated from clients as well as intemal mark-up on associated consultant (subcontractor) 
services. 
12 Oversimplified (e.g. productivity is factor ofbilling rate，utilization, and realization). 
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10. IMPERATWES IN SETTEVG MARKETEN[G 
STRATEGIES 
10.1 THE NEED FOR SERVICE MISSION 
As mentioned in Section 6.2, TMM does not define any mission statement. However, it 
is believed that defining the service mission is very important. From the customer 
profile report, it can be seen that clients have some principal service expectations on 
TMM. Clients typicallyjudge the company's services on the basis of a very few critical 
service factors (see Section 5.3). TMM should establish a clear strategic vision that 
captures the essence of clients' expectations. 
The behavior-guiding and motivational benefits of service mission are well worth the 
investment necessary to develop and reinforce them. TMM's employees and its 
associated consultants should readily understand the mission: 
• Project teams need to know what excellent service means - and why they should 
care about delivering it. 
• Associated consultants need to know they should work with TMM on order to 
create synergies and matching clients' expectations. 
It is recommended that the mission statement must be carefully designed and with the 
involvement and input from project managers and executives. Based on the former 
analysis, it is recommended that the mission statement should emphasize on "service 
quality", "delivering tangible results" and "exceeding client expectations." Service 
quality is a measure of how well the service level delivered matches customer 
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expectations. Delivering quality service means conforming to customer expectations on 
a consistent basis. Meeting or exceeding the expectations results in customer 
satisfaction. Ifthere is a gap between expectations and experience, cognitive dissonance 
leads the customer to cease patronizing the service. 
10.2 THE NEED FOR OUANTmABLE MEASURES 
In marketing and managing services, TMM seldom establish quantifiable measures as a 
guideline for employees to follow, or as a promise to clients about a project's 
foreseeable result. But quantifiable measures are of vital importance in setting 
marketing sttategies. They address the following issues of services marketing: 
• Intangibility - Services are performances rather than objects, precise specifications 
for uniform quality rarely can be established and enforced. In services, measurement 
ofquality deals not with well-defined specifications, but with the perceptions ofthe 
client. Perceptions are slippery things that not only vary from client to client, but 
can vary within the same client at various times. By establishing consulting services 
with quantifiable objectives helps managing the client perception - clients knows the 
tangible results of a service. 
• Heterogeneity - Consistency of behavior from service personnel is difficult to 
assure. Service performance often varies from producer to producer, from client to 
client, and from day to day. Quality is therefore highly dependent on the 
performance of employees, an organizational resource that cannot be controlled to 
the degree that components of tangible goods can be engineered. If there are 
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quantifiable measures for the project teams to follow, they know what they are 
expected to do. Variation in quality can thus be reduced. 
• Inseparability - Production and consumption of services are inseparable. Service is 
not engineered at the production plant but occurs during service delivery. Clients 
are in a position to experience the process of producing the outcome. TMM may 
have less control over quality when client participation is intense since the client 
also affects the service process. For example, a promotion campaign may require 
client input of labor and work at the implementation stage. By reaching a 
quantifiable objective between TMM and client, employees from both companies 
can work together towards a clear objective. 
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11. SERVICE OBJECTIVE & STRATEGY 
Objective: Consolidate existing service offerings and develop new service offerings 
so as to increase revenue by 10% in the coming period. 
Rationale: To meet marketing objective 1 and objective 2 (see Section 9), 
As mentioned in Section 2.5, TMM is highly valued as a consulting firm that provide 
"one-stop" shopping for all of the marketing assistance that a client need. Therefore 
TMM's comprehensive service packages must be reinforced and extended to cater for 
clients' tomorrow needs. It is proposed that the following strategies should be 
developed: 
11.1 CONSOLn>ATION OF CURRENT SERVICE OFFEREVGS 
The following service offerings can be consolidated in the coming period: 
11.11 Strengthen the Financial Aspect of Retail Project 
In order to improve the foreseeable results of a retail project in quantifiable term, it is 
recommended that TMM should hire a new employee with strong accounting or 
financial background to conduct the following tasks: 
• Review ofbudget utilization and sales performance. 
• Budget allocation. 
• Financial projection. 
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• Assist project team in setting quantifiable objectives and tangible results of a 
project. 
The new employee is also expected to contribute financial experience to advertising 
/media team as well as promotion /sponsorship team. 
11.12 Strengthen Relationship with Retail Renters 
It is generally accepted that the Hong Kong market is difficult to operate owing to high 
rental. There is a sky rocketing 100% to 250% rental increase in the last few years. 
Such rates are being stabilized by late 1994. While rental for non-core area has been 
witnessing a slight decrease, rental for those of prominent and busy areas are still 
holding fort, with no overall substantial rental increase is expected in the short term. At 
this moment, it can be interpreted as favorable to tenants in terms of choice and 
negotiation power against landlords. It is expected that such situation to sustain all over 
1996 till early 1997. Below is a reference guideline of Hong Kong retail rental at top 
shopping arcades: 
Arcade Monthly rental per sq. ft. (HK$) 
Landmark，G/F. $450+ 
Landmark, B,1-2/G. $150 to $250 
Pacific Place $80 to $350 
Times Square $60 to $300 
Harbor City $70 to $350 
Peninsula Hotel $250 to $500 
Li view of this, TMM should strengthen its capabiUty to negotiate the best deals with 
leasing agents on behalf of clients. In fact, the negotiation phase adds visible value to 
cUents. Since the leasing agreement usually carries over a 3-year period, savings of 10-
15% can be substantial. 
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In practice, TMM can do the following tasks: 
• Directors and project managers should maintain a good network and strengthen the 
relationship with major leasing agents. 
• Project executives should always maintain a timely record of retail rentals. 
11.13 Strengthen Connections with Various Distribution Modes that Foreign 
Brand Owner Could Consider 
Foreign brand owners are prospective clients. They can typically enter the Hong Kong 
market by means of: 
• Distribution by means ofbrand collectors - To employ agency distributors to cater 
for the entire development of a particular brand within specified markets. Examples 
include Bazaar Group, Shiamas Group, and Dickson Group. 
• Signature shop /counter estabUshment - To structure own retail operation by 
opening own retail outlet (e.g. at Landmark or Pacific Place) or consignment 
counter at department stores (e.g. Sogo, Lane Crawford). 
• Direct sales & distribution - To organize a sales team and to approach potential 
buyers of department stores or individual boutiques (e.g. Joyce, Swank Shop). 
Common terms being considered are direct sales or consignment. 
Therefore, TMM should expand its relationship network with the above distribution 
modes. 
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11.2 CUENT /ORGANKATIONAL CVVOLVEMENT JN SERVICE DESIGN 
In order to develop better services that serve customer's interests，both the clients and 
the project teams should be involved in new service development and recent service 
improvement. One less formal way is to gather opinions from clients in lunch settings. 
Another formal method is to hold regular meetings with project teams and search for 
opportunities in service improvement and new service offerings. 
11.3 DEVELOP NEW SERVICES OFFEMNGS AND RELEVANT SKHXS 
TMM should develop consulting skills in the area of marketing research and 
information technology in the coming period: 
• In the short term, TMM can consider extending the network of associate 
consultants with marketing research firms and technology specialists (e.g. direct 
marketing agency, retail operation technology specialist). 
• In the longer term, TMM should strengthen the project teams with such skills so 
that they can manage small-scaled projects in these areas by themselves. 
The foUowing practical opportunities serve as an example how TMM can add values to 
clients: 
Project Opportunity: Extended VIP Card Program for the Client Bag & Sac Station 
The Bag & Sac Station (a bag & luggage chain store under Hua Guang Hang) has developed 
a VIP discount card program by their own. However, the card only features a 10% discount, 
which makes the discount price level equal to that of independent retailers^^. Of the 1,000 
cards issued in the past four years, only 22 purchases were generated through the VIP cards. 
13 Prices are generaUy 5-10% higher in department stores and Bag & Sac Station. 
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Since generating business from existing users is generally less costly than attracting new 
users, the concept of Bag & Sac's VIP card program can be further strengthened by 
incorporating more values to reward the loyalty. TMM may trigger a promotion project to 
enhance the card's effectiveness: 
1. To include a temporary, one-time Bag & Sac V!P card in each Mendoza bag, the best 
selling and most widely distributed brand under Hua Guang Hang. 
2. The card would offer, say, $100 discount for any purchase over $500 in the Bag & 
Sac Stations (hence generating patronage there to see the full Hua Guang Hang 
product lines). Customer then receives a formal Bag & Sac VIP card in replace of the 
temporary card. 
By means of employing modern database marketing technology, the VIP card can serve as a 
sales promotion tool (e.g. routine or seasonal discounts), a publicity tool (e.g. news release 
about Hua Guang Hang's products), and a customer monitoring tool (e.g. tracking customer 
purchase records, demographic data). 
Besides, the company should develop consulting skills that could help clients perform 
better in an unfavorable business climate. This helps diversify the dependence of 
TMM's business on retail climate. Some possible consulting skills include: 
• Retail process /operation management (e.g. using technology as a means to reduce 
inventory level or staff amount). 
• Devise more sales-oriented promotion programs where clients can foresee the sales 
impact can cover the cost of such programs. 
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12. PRICING OBJECTWE & STRATEGY 
Objectives: To maintain the existing level of service charges. 
To raise the customary markup by 5% to 10% for some of the new service 
offerings (when appropriate). 
Rationale: To maintain stable prices since clients are cost conscious, 
12.1 MAmTAmmG EXISTEVG PRICCVG POLICY 
The general direction is to maintain TMM's existing pricing policy of existing services 
in the coming period, since: 
• An overall price decline would possibly downgrade TMM's perceived quality as 
well as profit level. 
• An overall price inflation would not be justifiable. Clients are cost conscious and 
price increase may lead to a reduction of engagement. 
• If charges remain stable, there is no need for TMM to justify the fees continually to 
the client company. 
• This approach can maintain a relatively stable business condition. As long as TMM 
keeps the rates at the same level, pricing is no longer a major issue with the client 
organization. 
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12.2 ESTABLISHEVG PRICTOG POLICY FOR NEW CLEENTS 
Different pricing policies may be applied to different clients due to their different 
demand in service scope. TMM typically employs a trial pricing strategy for clients. The 
company usually prices the first assignment lower in order to be retained for the job. 
Although TMM has managed to avoid loss of income during the course of first 
engagement, it would be very difficult to raise the fees later - even if the client satisfies 
with the quality of work of the assignment. Hence, TMM should carefiilly devise the 
initial price offering with a new client due to the "continuity" effect. TMM may charged 
a higher initial fee for new foreign brand owners than that of new local-based clients. 
12.3 PRICEVG STRUCTURE BASED ON CLffiNT VALUE 
In developing new services, TMM should consider the added value that the new 
services will bring to the client company. This value can range from direct monetary 
benefits that the client will gain from TMM's involvement, to the loss of opportunities 
that they will experience if they do not consider such services. If the new services are in 
the business of correcting client problems, TMM might be able to charge a higher fees 
because, without their help, the client cannot run the retail business properly. 
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13. COMMUNICATIONS OBJECTIVE & STRATEGY 
13.1 COMMUNICATIONS - A HOLISTIC VffiW 
When communication strategy is devised, it must take the followings into account: 
• Communications within TMM and between associated consultants. 
• Between TMM and current /prospective clients. 
• Communications between TMM and cooperating parties. 
Aligning these communication channels is very important since a project typically 
involves all these parties. Such alignment helps building effective working relationships 
and encouraging clear communication of needs and expectations among individuals, 
work teams, associated consultants, and external clients. 
13.2 COMMUNICATIONS WrTHEV TMM 
Objectives: To document important consulting policies, work procedures and develop 
strategic frameworks for TMM's intemal use. 
To develop computerized information system that captures marketing 
data for TMM's intemal use. 
Rationale: To enhance service quality and operation efficiency by establishing a well 
structured consulting system, 
13.21 Documented Policies, Procedures, and Strategic Frameworks 
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Since the project executives are inexperienced and their recent turnover rate is quite 
high (1-2 years), there is a need to document the consulting policies and work 
procedures so that new comers can pick up the job quickly. Currently, there are limited 
amount of documented work procedures, including standard advertising production 
procedure and new shop establishment procedure (see Appendix 8). Project executives, 
especially new comers, often need to go through piles of files to find out the 
conventional procedure of doing a job. If important policies and procedures are 
documented, it helps releasing executives' time and effort in searching for them and 
allows them to focus more on client needs and project coordination. Service quality 
problems can be reduced as executives no longer miss important steps in project 
implementation. 
Besides "practical" documents, "strategic" consulting frameworks are equally 
important. Their importance can be illustrated by the following grid. The grid is a 
simple way to look at the work people does from two different angles. The first angle is 
how people do the work they do. People either do things right or do things wrong. The 
second angle has to do with what work people actually do，doing the right things or the 
wrong things. When combining these two, there are four possibilities: 
Doing the right things right Doing the right things 
fThe only grid that adds value wrong 
to company and its customers) (Quality problems) 
Doing wrongs things right Ooing wrong things wrong 
fThlngs that don't matter to (A real wa^e of time) 
customers, internal or 
external, but doing a good job 
of them) I . - • . . , - . . . 
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Strategic and conceptual marketing consulting frameworks^^ could help improving 
service quality. It promotes "doing things right the first time" attitude among TMM's 
project teams. The purpose of such frameworks does not attempt to limit people's 
thinking, but broaden their scope of thinking instead. 
Without such frameworks to help the teams think strategically and comprehensively， 
they may spend a lot of their time "doing the wrong things right" - wasting time, effort, 
money in wrong directions. 'T)oing the right things right" should become the 
foundation for quality service at TMM - right at both planning and implementation 
stages. 
Since there are no universal frameworks applicable to all consulting firms, TMM must 
develop on their own - frameworks that incorporate TMM's marketing know-how, 
plus inputs from all levels in the project teams. 
13.22 Computerized Marketing Information System 
Similar to the concept of documented policies and procedures, it is recommended that 
TMM should set up a computerized marketing information system so that project 
managers and executives can quickly retrieve the information they needed, such as: 
• Retail rental statistics (e.g. asking rates, negotiation deals). 
• Summary data about past retail /advertising /promotion projects (e.g. brief 
mechanics, project scheduling, cost structure, etc.). 
• Past quotations with associated consultants. 
14 See Appendix 9 for a sample consulting framework adopted by AT Keamy, one of the leading 
management consulting firms. 
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Together with documented policies, procedures, and business frameworks, the ultimate 
goal is having all the systems in place so that (i) TMM an survive even without the 
existing directors, and (ii) know-how can succeed despite the come-and-leave of 
project managers and executives. 
13.23 More Employee Participation 
In TMM, critical decisions are usually centralized at the directors' hands. There should 
be more delegation of power so that all the team members can act freely as long as they 
create value services for clients. It is recommended that project teams should 
participate in the whole planning and implementation process (including pricing). 
Besides, the directors should encourage all the members within the project teams to 
flow their ideas that help: 
• Devising TMM's future direction and competitive strategies; 
• Designing the organization structure and processes in achieving such direction and 
strategies, and; 
• Improving the implementation process. 
13.3 COMMUNICATIONS WFTH CURRENT CLffiNTS 
Objective: To establish clear objectives and quantifiable measures for each project 
whenever possible. 
Rationale: Setting client expectations and objective monitoring mechanics. 
Based on the survey on key clients. They want to have a clear picture about the cost-
benefit tradeoff of a project before hand. Setting client expectation before hand is very 
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important because service quality, by far，is to meet or exceed client expectations. 
TMM should develop clear and concise objectives together with clients for every 
project. A typical objective could be "client XYZ Corporation wants to grow its sales 
of men's aerobic sportswear products in Hong Kong to supplement its strong market 
share in Europe. It is aimed at generating an annual turnover of $XXX and $XXX for 
the 1效 and 2"^  year presence in Hong Kong respectively". Besides, it is preferable to 
have some forms of quantitative measures or controls in every project and campaign so 
that its success or failure can be measured objectively. Objective measures help 
reinforcing TMM's ability in delivering tangible results and exceeding client 
expectations. 
13.4 COMMUNICATIONS WITH PROSPECTWE CLffiNTS 
Objective: To raise TMM's visibility in the market and enhance its image by means 
of getting at least three articles published in the coming period. 
Rationale: To establish a professional image and reach more prospects other than 
TMM's existing referral network. 
13.41 Get Articles Published 
TMM reUes on word of mouth - referrals — for most of its consulting contracts. This is 
still an effective and cost-efficient approach in exploring new clients. Yet this is 
somewhat Umited by the extent of existing referral network. If TMM can raise visibiUty 
in the market, it can broaden the business horizon and reach more prospects. 
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Getting articles published is one of the most important things TMM can do to build 
awareness and reputation. For instance, TMM may release articles in newspapers such 
as Hong Kong Economic Journal, or in professional periodicals like Media). 
By writing an article under director's own byline for a newspaper or magazine, TMM 
can gain useful exposure, because of the numbers of people who read the publication 
and see the director's name (and, hopefully, a company description) in the biographical 
sketch. TMM can also build credibility in its area of expertise. Finally, TMM can use 
reprints of the article for merchandising, giving out, or mailing copies to prospects who 
did not see it originally. 
Once TMM gets articles published and achieves an impressive client list，it can consider 
the following way for further publicity and image enforcement: 
• Give seminars on topics that relate directly to TMM's consulting practice (e.g. 
seminars /conferences held by Hong Kong Retail Association or Hong Kong 
Management Association). 
_ Develop brochure for illustrating TMM's professionalism and enhancing the 
company's image. 
• Project managers (not only directors) take an active responsibility in building 
TMM's network of prospects. 
13.42 Reaching New Target Segments 
Besides referrals, it is proposed that TMM can use the following means to reach the 
new target segments defined in Section 8. 
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For foreign brand owners: 
• Issue press release in publications where prospects having interest in entering the 
Hong Kong market may read (e.g. TDC's International Market News, Business 
Traveller). 
For prospects who seek advertising services alone: 
• Issue press release in publications where marketing personnel of the prospective 
companies may read (e.g. Media, Capital Magazine). 
• Prepare a list of prospects that can enrich TMM's client list if they really become 
TMM's clients. Then use direct mail to reach this target group. In the letter, TMM 
can freely explain why TMM has cost advantages over conventional advertising 
agencies. 
13.5 COMMUNICATIONS WITH ASSOCLVTED CONSULTANTS AND 
COOPERATEVG PARTffiS 
TMM has already maintained an excellent network of associated consultants and 
cooperating parties. At present, all TMM needs to do is maintaining its networking 
strength. In the long term, TMM must expand this network so as to facilitate new 
service offerings and getting more high quality projects done. 
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14. SALES OBJECTIVE & STRATEGY 
Objectives: Securing at least 
- One new client who demands comprehensive consulting service, 
-One new foreign brand owner who demands market entry and -
comprehensive consulting service. 
- Three new clients who demands advertising services alone. 
Rationale: To meet marketing objective L 
14.1 RESPONSffiDLrTY OF SELLCVG EV THE COMPANY 
Both the directors and the project managers are responsible for the selling function. 
Directors take the chief responsibility of expanding client base; Project managers take 
the responsibility of expanding business with current clients. It is intended not to 
incorporate project managers' selling function in the above objective. Using figures to 
push sales may lead to adverse effect. Project managers may try to secure more projects 
at the expense of ignoring clients' true needs. New service offerings and new pricing 
policy do create opportunity to increase revenue and meet marketing objective 2. 
14.2 r H T E F M O T T V A T O R O F SALES 
People do not buy things; they buy what the things do. Since people are generally 
motivated by the promised benefit that will result from the purchase, what they are 
really buying is the promise. 
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From the customer profile, it can be seen that clients really concem is the impact of 
TMM's services on their company's profitability, saving, and image matters. They are 
buying TMM's promise, implicit or explicit, of those impacts. Hence，the concept that 
because TMM is really selling promises, the chief motivator in any sales effort is the 
promise of some tangible results. There are various kinds of proof or promise TMM 
can furnish - logical argument, authoritative statements, or guarantees; whatever the 
prospective client finds credible and will accept. 
Making sales is an act of persuasion, and designing the offer and proposition is the 
blueprint for that act of persuasion. To make a feasible promise, it is recommended that 
all the members within a project team should be involved in the cost-benefit analysis of 
a proposed project. Analyzing cost-benefit trade-off from the client perspective is 
equally important as if from TMM's standpoint. Offers and propositions should be 
weighed carefully to balance the magnitude of promise against the possible cost of 
breaking a promise. 
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15. CHANNEL OBJECTrVE & STRATEGY 
Objectives: To concentrate effort in the Hong Kong region and prepare for the 
China market 
Rationale: To prepare for clients，emerging needs, 
Channel strategy is less important as compared with other marketing weapons. UnUke 
consumer goods, consulting services do not need to manage a distribution network. 
However, one could consider referrals as an analogue to informal distribution agents. It 
implies that TMM should manage the 'Svord-of-mouth" effect carefully. 
In terms of geographical scope，TMM is likely to focus on the Hong Kong retail 
/consumer goods market in the short to medium term. This attributes to the fact that the 
company's connections are mainly Hong Kong-based. Although the Hong Kong market 
is still very promising, TMM should prepare its knowledge on the China retail 
/consumer market. This is because clients are likely to explore the China market. 
Foreign brand owners，who establish foothold in Hong Kong, may consider the China 
market as their ultimate goal. Building knowledge about China helps TMM devising 
future business strategy 一 whether to offer fiill-scope services in line with clients' 
intention to explore the China market. At present, the company may do the following 
information gathering works: 
• Gather marketing intelligence through parties in the TMM's network who have 
market presence in the China market (e.g. cooperating parties such as Seibu and 
Spectrum). 
• Mocate part of the agenda in regular meetings for China retail /consumer market 
topics, such as advertising trends or retail site development in China. 
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16. TACTICAL ACTION PLAN 
A tactical action plan for executing the aforementioned marketing strategies is 
presented on page 67. The chart comprises of:-
• A schedule covers a 12-month period from May 1, 1997 to April 30, 1998. 
• A Ust of major activities under five categories - (i) service offering, (ii) pricing, (iii) 
communications, (iv) sales, and (v) channel strategy. 
• Major personnel or teams involved in designing and implementing an activity 一 This 
ranges from directors, managers to executives, as well as the three project teams -
retailing team, promotion /sponsorship team, and advertising /media team. 
• The period of planning for each activity - Planning is applied to non-routine tactical 
actions. Most of the planning is conducted early in May to June 1997. Some 
programs involve a more lengthy planning, such as new service offerings and 
computerized marketing information system. Planning horizon is shorter for less 
complicated tactical actions. 
• The period of execution for each activity — Many activities are interrelated and 
concentrated around a specific period. For instance, new service offerings are 
accompanied with pricing policy review. Some activities - particularly intemal 
consolidation work - are scheduled at less busy period (i.e. low season). Examples 
include documenting work procedures and developing strategic consulting 
frameworks. 
• The period of major review for new systems - Some newly implemented systems, 
such as new service offerings, require a comprehensive review right after the end of 
















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































KHz?iHMiagg:^yi iHiB>51 • • • 68 
17. CONTROL & BUDGET 
17.1 CONTROL & MONTTOMNG OF THE MARKETCVG SYSTEM 
The marketing system is controlled by a set of mechanics specifically addressed to 
segmentation strategy, annual marketing objectives, and the five marketing weapons. 
Most controls are done by comparing objectives and goals with actual performance. 
Quite a few measures are quantifiable, such as expansion of cUent base，revenue 
control, and profitability control. Some measures, such as sales philosophy and 
documented consulting system, are qualitative in nature. Positive attitude and feedback 
from project teams (sometimes even from clients) towards those programs are crucial in 
determining their successes. The most important control measures are recapped in the 
following table: 
Table 6: Major Marketing Control Mechanics 
^ i i i ^ ^ m _ _ ^ ^ ^ ^ ¾ ¾ ¾ ¾ ¾ ¾ ( ^ ^ i i & i f t ^ » t f f e i : B i i l ^ ^ ^ i l M ^ M 
Targeted * Review the expanded client base and see whether the following 
Segment marketing objectives have been fulfilled or not: 
1. Securing at least one new client who demands 
comprehensive consulting service. 
2. Securing at least one new foreign brand owners who demands 
market entry and comprehensive consulting service. 
3. Securing at least three new clients who demands advertising 
services alone. 
Revenue and * To see if annual revenue has been increased by 20% and 
Profrt Objectives profitability by 10% as compared with fiscal year 1996 figures. 
While individual teams are mainly responsible for their own goals, an annual review 
should be done to study the overall impact of the marketing system. Upon the end of 
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the period (i.e. April 1998), directors and key personnel from each team should meet 
together, review what have be done, and set future strategic directions:-
• Overall benefit-cost analysis of the marketing system (e.g. incremental profit vs. 
incremental expenses). 
• Compare objectives with actual performance. 
• Review the cohesion of various marketing activities (e.g. track the timing of tactical 
actions with the scheduled one). 
• Study the reasons why some objectives are achieved with great success - whether it 
is a real success or objectives are just pessimistic. 
• Study the reasons why some objectives cannot be achieved - whether it is an 
organizational factor (e.g. inefficient operation, poor coordination) or 
environmental factor (e.g. unforeseeable economic tumdown). 
• Set future strategic directions (i.e. the 1998-1999 marketing plan) 
• Capitalize on the success factors and apply them in the future. 
• Improve effectiveness and efficiency of various marketing strategies and tactics. 
17.2 PRELEMEVARY BUDGET 
Since TMM has not revealed their level of revenue and profitability of the year 1996, it 
is impossible to calculate and justify objectively if the increase in profit (10%) can cover 
the marketing expense for the coming period. Also, some investments benefit TMM in 
long term perspective and it is worthwhile to invest. 
The actual dollar pay out for the proposed marketing plan is not very great. In fact, 
many activities are internal improvement. Some functions are carried on routinely over 
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the year. The only investment is internal man-hours rather than real dollar input. 
Therefore, there is no need to allocate expenses to every marketing activity in budget 
appropriation. The following overall appropriation guideline is recommended for TMM: 
} 
Table 7: Preliminary Budget 
Estimated Cost 
Service 
Strengthen financial aspect of retail project (salary) $17,000 p.m. 
New services design (administration) $6,000 
Communications (within TMM) 
Computerized marketing information system (mainly software) $20,000 
Communications (with clients /prospects) 
Get articles published (administration) $1,000 
Press release: focus on foreign brand owners (administration) $2,000 
Press release: prospects, adv. Services only (administration) $1,000 
Direct mail: prospects, adv. Services only (administration) $2,000 
Total Ad-Hoc Costs (exclude salary /internal man-hours) $32,000 
In order to encourage TMM's staff contributing their time and effort into the proposed 
marketing system, the company might set some tangible annual rewards (e.g. monetary 
bonus) for its staff. Such rewards serve as an incentive drive so that the staff would 
work aggressively towards the desired marketing objectives. The rewards should be 
based on a certain percentage of the expected profit increase, i.e. rewards are released 
once marketing objectives are met. Since TMM's profitability (in dollar terms) is not 
available at this moment, it is recommended that the company should work out a more 
precise incentive budget for themselves in the future. 
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Advertising & Publicity Campaign by Madler 
November 93 - October 94 
The advertising and publicity campaign during 1993-1994 is to emphasize Madler's quality and 
prestige image & introduce Madler to the public. 
Media No. of lnseration/durat:on Total Cost 
TV exposure: 70 spots on: 
TVB Jade and Pearl, 
with emphasis during 
the Christmas period. HK$363,669 






Silk Road (in-flight) 
Seibu Magazine HK$284,912 
Advertorial -insertions include: 
Next Magazine 
Eastweek 
Ming Pao Weekly 
Sunday Weekly 
Elle 
Silk Road HK$120,334 
Promotion 
& Editoral: Ryukotsushin HK$ 47,150 
Outdoors: MTR stations HK$ 62,550 
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STANDARD PRODUCTION PROCEDURE 
1. Decide on p roduc t ion requirement be fore approach p roduc t ion house 
1 .1 . C l i e n t ' s b r i e f i n g and budget g u i d e l i n e ( i f any) 
1 .2 . Design and Layout ( s to ryboard f o r TV) 
1 .3 . Copywr i t i ng 
1 .4 . Photography / shoot ing 
1 .5 . Ar twork 
1 .6 . Co loursepera t ions 
1 .7 . Deadl ine 
2. Choose p roduc t ion house, b r i e f them on requirement and deadl ines, ask f o r 
q u o t a t i o n . 
3. Compare q u o t a t i o n ( w i t h p rev ious job done) pass t o MH f o r comment. 
4 . MH pass quo ta t i on t o c l i e n t f o r approva l . 
5. Quota t ion approved, TMM i n s t r u c t p roduc t ion t o procced: 
5 .1 . Design layout w i t h copy submi t ted by p roduc t ion house. 
> MH/PC comment and approval 
= = = ^ C l i e n t comment and approval 
5 . 2 . ThW prov ide merchanical da ta o f co lcx j rseperat ions t o product ion house, 
and remind o f ma te r ia l dead l ines . 
5 .3 . Ar twork submit ted by p roduc t ion house. 
= - — > c o p y proof read - logo reading / co lour 
一 address and telephone • 
- a l l copy 
= = ^ d e s i g n and layout d e t a i l check. 
• > pass t o MH to l i a i s e w i t h c l i e n t f o r approval . 
5 .4 . Approved ar twork r e t u m t o product ion house f o r coloursep product ion . 
5 .5 . Co1ourproof submit ted by product ion house f o r approval 
- ^ pass t o MH to l i a i s e w i t h c l i e n t f o r approval . 
5 .6 . Colour approved by c1ient/MH, product ion house submit t colcurseps or 
dura t ran t o TMM, or Th^i i n s t r u c t product ion house p1ace o f del i v e r y . 
^ ^ r T . Jobs f i n i s h ; TMM f o l l o w up cn r e t u m of products, s l i d e s , photos, 
t ransparanc ies , ar tworks e tc from product ion house. 
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ESTABUSHMENT OF NEW SHOP 
PROSPECT SHOP INSPECTION 
環境視_ (目標店) 
BREAK-EVEN TURNOVER ANALYSIS '. 
1^$：分析報告 
I 
LEASING TERMS NEGOTIATION 
談,約細則 
SIGNING OF CONTRACT 
g S 
p 
APPOINTMENT OF DESIGNER 
聘尝产十師 
DESIGNER AT SITE FOR ACTUAL MEASUREMENT 
現場度尺 
7 
DRAWINGS READY_BY DESIGNER 
完成設計 
I 
DISCUSS WITH RELATED PARTIES 
與有關[^ 事商議 
SUBMISSiON OF DRAWING TO LANDLORD FOR 
APPROVAL 
圖樣交業主批核 SELECTION OF CONTRACTOR 
1 選用裝修公司 
1 
FITTING OUT SCHEDULE MEETING WITH 
REPRESENTATIVE FROM LANDLORD 
BUILDING M&E, DESIGNER AND CONTRACTOR 
裝修3^ 程會議 
1 I 
SHOP PREMISES HAND OVER TO PRELIMINARY STAGE SCHEDULE START (FORM I) 
CONTRACTOR ^ _ — ^^ 曰曰；，，_^,、 
rOR FITTING OUTWORK 預備階段開始 (附錄1 ) 
裝修開始 
I 
FITTING OUT WORKS START PREPARE A LIST OF EQUIPMENT AND 
丁程開展 ACCESSORIES TO BE PURCHASED (FORM II) 
」• 安排需>’^材(附錄2) 
REGUL^>R MEETING WITH CONTRACTOR AT APPOINTMENT OF SHOP MANAGER FOR 
SITE FOR WORK-IN-PROGRESS PREPARING 丁韶隹度例會 SHOP OPENING 工程銀议」目 指派店一進程序 
FITTING OUT WORK FlN!SH ANPTHOP HAND STAFF FOR NEW SHOP STANDBY 
OVER TO LIVING BASIC ^ i r ^ ^ 
完工交鋪 員 严 叩 
i 二 = ^ 
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FORM 1 
PRELiMlNARY STAGE CHECKED/DATE 
1) BUSINESS REGISTRATION 商業登記 
2) APPLICATION FOR PUBLIC UTILITIES 申請所需之公用1&16 
3) APPLICATION FOR TELEPHONE. FAX AND MODEM LINES 
申請電話，傳眞機及—線 
4) APPLICATION FOR DATA CAP OF CREDIT CARDS 
申請信用暗資—詢機 
5) INFORM NC DEPARTMENT TO PREPARE ALL NECESSARY 
PROCEDURES FOR OPENING A NEW SHOP 
知會會計師有關新鋪之手績與程序 
6) INSTALLATION OF SECURITY ALARM (IF REQUIRED) 
安裝警報系統 
7) INSTALLATION OF POS SYSTEM 
安裝?03資料系統 
8) INSURANCE COVERAGE - PU3LIC 公眾責任 
保險 
-FiRE 火險 
-WORKMEN COMPENSATION 勞工 
.MEDICAL (!F NECESSARY)醫療 
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FORM II 
EQUIPMENT CHECKED/DATE 
AUDIO SET & RACK 音響 
TELEPHONE SET 電話機 
FAX MACHINE 傳眞機 
VACUUM CLEANER 吸塵機 
CASHIER收銀機 
CHAIRy'STOOL 椅 
IRON & BOARD (FOR CLOTHiNG RETAILERS O N L Y )赞斗及资扳 
GARMENT RACK (FOR CLOTHING RETAILERS ONLY) ^ ¾ ¾ 
LADDER 措梯 
WATER DISPENSER 7乂機/水赁 







SCREW DRIVER SET 鑼絲批 
MULTI-PLUG萬能插蘇 
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